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ABSTRACT 
British Columbia (BC) is relatively new to the world stage as a producer of quality wines, 
with both quality and quantity of BC wines having developed dramatically in the past 15 
years. The BC wine industry is now in a position where growing consumer demand for BC 
wine outweighs local production capacity. The ultimate success of BC wine market will 
depend on how the BC wine industry addresses this supply issue and recaptures the loyalty of 
local consumers who have become more acquainted with high quality wines from all over the 
world. This paper will make use of a literature review and consumer questionnaire to look at 
BC wine industry trends and the potential for the development of a new online trade channel 
to engage BC consumers in supporting local BC wines and bolster the success of the BC 
wine market and, in particular, BC Vintners Quality Alliance (VQA) wines. 
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GLOSSARY OF TERMS 
Labrusca: A family of grapes 'Vitis Labrusca' native to North America.' 
Meritage: Rhymes with heritage. A term created in California to identify blends made with 
Bordeaux grape varieties. 2 
Premiumization: Premiumization of the consumer is another term for the consumer trading 
up, or purchasing a more expensive, higher quality wine over a cheaper, lower quality wine. 
Whenever a wine brand is upgraded "you are premiumizing, and joining a drinking and 
dining trend that's been going very strong for some time now"(Beaumont 2008). 
Premiumization of a product by the manufacturing and marketing team involves the process 
of adding value to the quality of the product and efforts to increase the consumers' 
perception of the value of the product so that greater satisfaction is ensured and a higher price 
is justified. 
Terroir: Terminology referring to the micro-climate, precise soil make-up and conditions for 
a growing region. The Okanagan Valley has five officially recognized sub-regions; Kelowna, 
Naramata, Okanagan Falls, Golden Mile, and Black Sage/Osoyoos.4 
Varietals: Specific grape typology. 49% of British Columbia's wines are white. 51% are red. 
In the last acreage survey conducted, 97.1% of the yield was from vinifera grapes and 2.9% 
from other hybrids. 5 
Vinifera: A species of grape-Vi tis Vinifera-that produces the classic wine grapes that have 
spread from the vineyards of Europe. 6 
1 BCWI 
2 BCWI 
4 BCWJ 
5 BCWJ 
6 BCWI 
VI 
VQA: Vintners Quality Alliance (VQA) is Canada's symbol of high quality Canadian wine. 
Figure 1. VQA symbol 
The VQA symbol on a bottle of Canadian wme assures the consumer of quality 
production, content, varietal percentage, appellation(region), and vintage. The VQA standard 
is government sanctioned and is regulated in Ontario by VQA Ontario and in BC by the 
British Columbia Wine Institute (BCWI). Ontario and British Columbia are the only two 
regions in Canada that currently produce wines that meet the VQA standard. 1 
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1. BACKGROUND 
1.1 Introduction 
The wine industry in the Okanagan and other growing regions in BC has undergone much 
transformation in recent history. The BC wine industry is about to reach maximum capacity 
in total acreage with estimates of approximately 11,000 acres of sustainable vineyard land in 
BC (Figure 2). 
Okanagan Valley Grape Acreage 
10.000 
9,000 
8,000 
7,000 
6,000 
5,000 
4,000 
3,000 
2,000 
1,00~ I I 
1990 1994 1999 2004 2006 2008 
• Grape Acreage 
Figure 2. Okanagan Valley Grape Acreage (BCWI 2007-08 Annual Report) 
The dramatic growth in the BC wine-producing region necessitates the consideration of the 
health of the industry and its changing relationship with consumers. The future success ofthe 
BC wine industry will ultimately depend on its ability to sustain the trend of increasing 
quality and, in tum, price point. Relatively recent challenges which have resulted in the need 
for increased baseline costs include: higher standard of sustainable farming practices, new 
equipment required to meet industry standards, increased land costs all requtre greater 
productivity and profit per acreage of limited land available to the industry. 8 
The relationship between the BC consumer and the BC VQA wine industry has fluctuated in 
the past and there is a need to solidify this relationship in order to recapture this market, gain 
their loyalty and confidence in the quality of wine being produced locally. Before the wine 
industry can raise product price point, they need a consumer base that recognizes value in 
their product and will continue to support them as quality and price continue to rise over 
time. 
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Figure 3. VQA Sales in Litres (BCWI 07-08 Annual Report) 
Many factors may affect smaller wine growing regions like that of BC and as Figure 3. 
shows; increased acreage does not always result in increased sales. Despite a consistent 
growth in acres planted, litres of production have not always grown as well. Climate, disease 
8 BC Ministry of Agriculture, Foods and Fisheries 
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and maturity of vines will all have an impact on production volumes. BC will need to make a 
concerted effort to succeed in developing a reliable base of local wine consumers and sustain 
their business growth, even in the face of threatening global competition. Despite the fact that 
non-VQA wine has the highest ranking in the BC wine sales by category, BC VQA wines 
have recently moved up to second place 10 - making the prospect of developing an online BC 
VQA sales channel very promising. With production capabilities soon to reach their limit, 
however, further revenue growth potential will need to be realized through price increases, 
which will only be supported by consumers that understand the product, believe in the 
product and see value in the product This paper will determine the feasibility of extending 
BC VQA wine sales into the online trade channel and explore the role of this new channel in 
strengthening the bond between the BC wine industry and local consumers. 
10 BC Liquor Distribution Branch 
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1.2 Objectives 
In the process of reviewing literature and conducting surveys with wme consumers, this 
study has the following objectives: 
1. Provide an overview of available literature covering five major categories of 
information, namely; 
• History of the wine industry in BC 
• BC wine sales data 
• Wine consumer purchase behaviour 
• Online retail channel in Canada 
• Ethical concerns regarding online Wine sales 
2. Determine the feasibility of online sales of VQA wines in the province of BC 
3. Recommendations for the development of a successful online trade 
channel for the sales of BC VQA wines to BC consumers. 
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2. RESEARCH METHODOLOGY 
For the purpose of this project, information was gathered from an extensive literature review 
together with results from a survey conducted by retail consumers in order to determine the 
feasibility of online sales of VQA wines in the province of BC. Literature was gathered from 
numerous online sources, publications and government data. The survey was conducted in 
local private retail stores in the Prince George area. 
2.1 Literature Review 
The literature review covered five major categories of information, namely; 
• History of the wine industry in BC 
• BC wine sales data 
• Wine consumer purchase behaviour 
• Online retail channel in Canada 
• Ethical concerns regarding online wine sales 
To begin with, a look at the history of the wine industry in BC provided some insight into the 
development of consumer perceptions and sales trends with respect to the VQA business. 
The second topic researched in the literature was sales data of wine in the province of BC. 
The third perspective investigated was that of the wine consumer, with the study of papers 
detailing what wine consumers were looking for when purchasing wine as well as trends in 
online wine purchasing outside of Canada and whether or not that data would be transferable 
5 
to the Canadian, and specifically BC wine market. The fourth area of literature covered was 
the development and status of the online retail channel in Canada to see how this channel was 
being used and what future trends were predicted. In addition, literature on US online trade 
channels was researched to determine whether any findings could be transferable to the 
Canadian market. The last area of investigation into available literature was published 
knowledge regarding the ethical concerns of wine sales through the online trade channel. 
This is an important consideration as part of the study into feasibility of the use of an online 
trade channel for BC wine as any perceived social costs will become potential barriers for the 
development of such a trade channel. 
2.1.1 Literature Sources 
Most of the available literature involving wine and specifically BC wines does not include 
retail sales and trade channel analysis. The bulk of the literature discusses two things: 
• History of wine production in the province. 
• Assessment of wine value 
The history of wine in BC is less voluminous in scale than other wine producing regions; 
however, the British Columbia Wine Institute (BCWI) and a few authors and organizations 
have spent considerable time mapping the history of wine grape growing and wine 
production in the province of BC. There are several authors that subjectively value wines 
from around the world including BC to provide consumers with information for prospective 
purchase of wines. There are local papers that rate wines produced and online sites that 
6 
evaluate different wines as well as numerous publications that provide ratings and consumer 
information. 
Looking for comparative literature of winemaking regions that use online sales as a sales 
channel produced a substantial quantity of data. The US was seen as the most comparable in 
terms of wine consumption patterns, demographic makeup and legal issues. Each US state 
and each Canadian province has their unique laws to govern the sale of wine. These 
regulations have been changing throughout North America and much of the reviewed 
literature discussed these changes. Again, in the US the interest in wine with respect to 
publication was focused on: ratings, history and legalities. Unfortunately, most of this 
information was outside the scope of this project as it was specific to the states it was from 
and not applicable outside the US. Attempts to find other comparable countries yielded 
mostly the same results. 
2.2 Survey/Questionnaire 
The second form of information gathering for this project was a seventeen question survey 
conducted with private retail stores in the Prince George area over the months of January and 
February 2009, yielding 120 completed surveys. The surveys were conducted to determine 
the likelihood of wine-drinking consumers using an online trade channel to purchase wine. 
The detailed survey covered demographics, wine purchasing history and online sales usage 
and can be viewed in the Appendix, Figure 8. 
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3. LITERATURE REVIEW FINDINGS 
3.1 BC Wine Industry 
3.1.1 History 
Early Beginnings 
Wine growing in BC has been around for a long time, with roots back to the 1800s, but the 
industry did not enjoy much commercial success until very recently. The past fifteen years 
has seen rapid change and growth of BC wine, resulting in a new more fertile industry. To 
understand how far the industry has come in recent years, it requires a look at its humble 
beginnings. 
First vineyard plantings were for religious use in 1859 in Kelowna, 11 but the BC wme 
industry was only established in 1930 when W J Wilcox planted 200 acres, closely followed 
by the first commercial winery, Calona Wines, in 1931. 12 Throughout the next four decades 
the Okanagan accumulated approximately 2000 acres of native labrusca grape plantings. The 
labrusca grapes were light and less flavorful than the vinifera used today and, in tum, wine 
was complemented with sugar additives during the winemaking process and the end product 
was low quality and high volume liquid that did not compare well with wines made around 
the world. 13 By the 1970s, a change in demand for different grape varietals was evident in the 
market and the government subsidized the trial planting of 4000 acres of French vinifera 
11 BCWI 
12 BCWI 
13 BCWI 
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vines at 18 sites throughout the Okanagan. 14 As the viability of these vines became apparent 
early movers: Cedar Creek Winery, Sumac Ridge, Mission Hill and Gray Monk wine estates 
were established. Although by the mid 1980s there were only 13 wineries in BC, the 
replacement of vitis labrusca with vitus vinifera was almost complete. By the late 1980s, 
with the implementation of the North American Free Trade Act (NAFTA) the pressure for 
the market to focus on quality was evident and the provincial government established a grant 
for 28 million dollars to remove the remaining labrusca at a price of $8,100 per acre paid to 
the growers. 15 This provided the backdrop for the recent rapid transformation of the 
Okanagan Valley and the BC wine market in general. 
Recent History 
The need for the pre-existing wine industry to change can be pegged to 4 transformations in 
the 1980s and 1990s: 
• Replacement of old labrusca plantings with vinifera vines from late 1980s. 
• Implementation ofthe North American Free Trade Agreement; NAFTA in 1992 
• Introduction of a national Vintners Quality Alliance (VQA) standard in 1988 
• A market shift to drier table wine and thereafter significant growth in consumer 
demand for quality wines. 
At this time, there were a few wine growers/producers that believed the Okanagan Valley 
could sustain grape varietals similar to what the rest of the world was producing for table 
wines. Prior to that, the common sentiment was that climatic conditions were not supportive 
14 BCWI 
15 BCWI 
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of large-scale vinifera growth. Germany' s renowned Giesenheim Institute conducted trial 
cultivation of Riesling and Gewurztraminer with promising results and in turn this bolstered 
the confidence of the growers and proprietors of the vineyards in the Okanagan with respect 
to the viability of the vinifera plantings. 16 The wine industry had been held afloat through 
large-scale production of poor quality grapes subsidized by the provincial government. The 
market had decreased and the demand for higher quality table wines had become apparent in 
British Columbia and throughout Canada. 
As a result of this inferior wine production in BC, wine consumers developed a perception 
that locally produced wines were low quality and inexpensive. Traditionally, the Canadian 
wine industry had been inhibited in its marketing efforts because of the lingering quality 
problem in the minds of consumers. 17 This perception set the stage for many of the 
difficulties faced by the BC wine industry in recent decades. The uprooting of most of the 
vines in the Okanagan and replacement with young, initially non-producing vinifera provided 
no product to show consumers of the changes going on in the Okanagan for several years 
further exacerbating the diminished confidence in BC wines. The first promising results of 
quality table wine production became evident in the early 1990s. The accolade of the 1994 
A very Trophy, an International Wine and Spirits award for the best Chardonnay in the world, 
was won by winemaker John Simes of Mission Hill, providing the first signs of high quality 
potential for the Okanagan Valley as a wine growing region. 18 Another key factor during this 
period was the creation of a national accreditation panel, namely; the Vintners Quality 
16 BCWI 
17 Agriculture and Agri-Food Canada, The Canadian Wine Industry, 2002 
18 Missionhillwinery.com 
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Alliance (VQA). 19 The VQA was created in 1990 developing the new industry standard and 
changing BC wines quality standards from this date forward. 20 
Presently, wine acreage is approaching a total of 10,000 acres in BC. This produces over 
25,000 tons of grapes that will yield 14.5 million liters of juice to be bottled. 21 This seems 
like a large quantity of product; however, on the world scale this production in BC is minute. 
There are single winery producers in the state of California that own, operate and produce 
more wine than the entire province of British Columbia. 22 The state of California represents a 
$30 billion dollar wine retail business while VQA sales represent $156 million dollars. 
Percentage increases in newly planted acreage is predicted to slow over the next few years, 
especially in the Okanagan region, due to scarcity of premium grape growing land. More 
marginal areas are being planted each year or tree fruit crops are being removed for grapes. 23 
The growth of planted acres and wineries has slowed as ideal growing locations have been 
claimed and the specific climate, soil type and topography or terroir, required for quality 
grape growth is scarce and costly. This trend will be accompanied by the curtailing of 
production over the next years and the need to reengage consumers and solidify a premium 
position for BC wines. A need to premiumize the end product is not only necessary to capture 
local market for VQA wines, but also necessary to offset rising costs of land and implement 
sustainable viticulture practices. This is not to say that this premiumization needs to take the 
19 BCWI 
20 www.canadianvintners.com/woc/vqa 
21 Agriculture and Agri-Food Canada, The Canadian Wine Industry, 2002 
22 www.wineinstitute .com 
23 BC Wine 
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form of price gouging, but instead premiumization of the liquid put into the bottle and 
improvement of retailing practices to maximize consumer satisfaction. The end result will 
increase profitability for the producer and maximize consumer value. 
3.2 BC Wine Sales Analysis 
3.2.1 Distribution of Wine Sales in BC 
Presently there are 5 distinct selling channels for BC VQA wines sold within the province as 
shown in Figure 4. overleaf. The first and largest channel is the licensee (restaurants, pubs, 
hotels) channel, accounting for more than 25.4% of BC VQA wine sales. The second major 
player is the channel of BC Liquor Distribution Branch (BCLDB) stores, which account for 
24.4% of BC VQA sales. Currently, the retail sales from the wineries make up almost 21% 
(20.84%), while the private Licensee Retail Store (LRS) channel is the fourth largest at 
almost 15%. The final channel is combined the VQA stores (9.52%), a unique trade channel 
focused on selling wine, no spirits or beer and other sales (agency stores). 24 There are 18 BC 
VQA stores active throughout BC (2 more to be added in 2009). 25 These stores are focused 
on selling VQA products but also stock some imported and domestic non-VQA products. 
These 18 outlets in the BC VQA sales channel, were responsible for 10% of the total of VQA 
sales in 2008.26 The last channel utilized for the sale of BC wine is agency stores (rural 
government liquor stores) together with 'other' sales (direct marketing), which represent 
approximately 5% of total BC wine sales. 
24 BCWI 2007-2008 Annual Report 
25 BCWI 2007-2008 Annual Report 
26 BCWI 2007-2008 Annual Report 
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2008 BC VQA Wine Sales according to 
Trade Channel 
• 25.4% Licensees 
(restaurants, pubs, 
hotels) 
• 24.4% BCLDB -
government liquor 
stores 
20.8% Winery Sales 
• 14.7% LRS stores 
• 14.7% Other - VQA, 
Rural agency stores + 
Direct marketing 
Figure 4. BC VQA Wine Sales according to Trade Channel (BCWI 2007-2008 Annual Report) 
As can be seen in Figure 4., the three channels shared for sale of all alcohol, Licensees, LRS 
and BCLDB stores, accounted for almost 65% of the total BC VQA wine sales in 2008 and 
winery sales, VQA stores and 'Other' channel sales made up 35% of the remaining 
contribution. Considering that there are over 1000 stores between LRS and BCLDB alone 
and that there are only 180 BC wineries and VQA stores retailing wine the volume pro-rated 
is drastically skewed. An interesting comparison between VQA wine sales and total wine 
sales is that total wine sales in the BC province overall are much less driven through the 
conventional retail channel. 72.8% of total wine sales in BC are sold through the 
conventional retail channel, BCLDB and LRS. VQA wines only sell 39.1% of their total 
sales through conventional retail channels. VQA wines are sold much more through the 
13 
Licensee channel (25.4% for VQA 19.1 % for total table wine), from the wineries themselves 
(over 20%), and VQA stores (almost 10%). 
Percentage of Gross $ Table Wine Sales 
by Channel in 2007/2008 
• 40.5% Government Liquor 
Stores 
• 32 .3% LRS Stores 
19.1% Licensee (pubs, bars, 
restuarants) 
• 8.1% Agency stores 
Figure 5. Total BC Table Wine Sales by Channel (BC Liquor Distribution Branch) 
There is a difference between the various retail channels with respect to: price, selection, 
information and hand selling. The VQA stores are able to offer products that are exclusive to 
their channel and many of their products are sold at lower prices to the consumer. The other 
issue is that although the BCLDB does do a considerably large volume of VQA sales they 
only represent 4 7 wineries of the province out of 160 (Figure 6. overleaf). 
14 
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Figure 6. Growth in Number of BC Wineries from 1990 to 2009 (BCWJ) 
There are a few factors to consider when comparing the uniqueness of different channels. For 
example, when looking at BCLDB versus VQA stores, two considerations include listings 
requirements and shipping and handling charges. In order to obtain wine product listings at 
the government BCLDB stores there are specific parameters and minimum standards 
wineries need to provide on a per SKU (Stock Keeping Unit) basis to retain listings. This 
makes it very difficult for many of the smaller wineries to utilize this trade channel to make 
contact with consumers. In addition, by avoiding shipping, storage and holding charges 
incurred through the government channel, VQA stores often have the ability to sell similar 
products for lower prices. VQA stores are also able to access product from smaller wineries 
that do not meet some of the standards required by the BCLDB. This provides more selection 
for the consumer. Lastly, VQA stores take time to hire well-versed wine experts to work in 
15 
the stores to inform customers about the products they sell and help consumers find what 
they are looking for in a wine. 30 These factors make the VQA store sales channel an 
attractive option for consumers. The drawback here is that these stores are presently very 
limited and restricted to large urban areas. The increased ability to provide this improved 
service to a larger proportion of the province may provide a welcome stimulus to the BC 
VQA wine industry. 
3.2.2 Sales Trends 
Growth trends in BC wines are outperforming most imported wine segments of the market. 
The VQA channel has become a larger sales contributor than any import region in relation to 
sales within BC. Table 1. overleaf, shows the growth in sales for BC VQA wines over the 
past 15 years. 
30 BCWI 
16 
Litre % 
Year Dollar Value Litres Dollar % Increase $/Litre $/750ml * 
Increase 
12007/08 156,730,109 6,594,213 4 -3 23.77 17.83 
2006/07 151 ,220,894 6,783,234 7 5 22.29 16.72 
12005/06 141,390,804 6,472,816 23 16 21.84 16.38 
2004/05 114,891 ,745 5,571 ,100 25 18 20.62 15.47 
2003/04 91,998,375 4,728,612 11 12 19.46 14.59 
2002/03 83,051,239 4,233,458 18 14 19.62 14.71 
12001/02 70,418,708 3,717,452 22 24 18.94 14.21 
2000/01 57,638,465 2,999,807 18 16 19.21 14.41 
1999/00 48,740,017 2,585,217 16 7 18.86 14.16 
1998/99 42,143,199 2,420,599 6 6 17.41 13.05 
1997/98 39,758,907 2,324,068 22 11 17.11 12.83 
1996/97 32,397,296 2,093,324 3 3 15.48 11.61 
1995/96 31,321,592 2,035,877 22 15 15.38 11.54 
1994/95 23,666,799 1,775,580 57 38 13.33 10.00 
1993/94 15,306,430 1,289,672 45 32 11.87 8.90 
1992/93 10,559,586 977,030 54 31 10.81 8.11 
1991/92 6,846,183 748,196 9.15 6.86 
Table 1. Growth in BC VQA Wine Sales (BCWI 2009) 
From Table 1. above, It is evident that VQA wines have performed well since 1992, but most 
of this growth has been the new entrants to the market. This high growth of sales in the BC 
wine market will not be sustainable as production and expansion trends slow. Productive 
vineyard land in the province is close to maximum capacity and organic growth of the 
category is limited to maturation of existing vineyard plantings and climatic conditions 
effecting vineyard yields on an annual basis. The trend makes sense as BC grape vineyard 
17 
production reaches full capacity in the province, so incremental volume will slow as the only 
growth will be through increased production from immature vineyards not presently 
producing grapes for wine production. 
The continued effort to increase quality, actually counter-acts the rate of growth as often 
vineyard operators/growers need to reduce volume production per acre in order to improve 
quality. The ratio of tonnage of grape yield per acre is directly associated with quality. 
Allowing some fruit to fall during the late stages of growth provides the remaining grapes 
greater nutrients and the ability to increase sugar levels and, in turn, produce a better quality 
of grape. Therefore, premium grape production has lower production yield per acre than 
lower quality wines. 
Maximized land use and a constant drive to improve the quality of product are consistent 
priorities throughout the growing regions within BC. Another important strategy to ensure 
continued growth in the BC wine industry is to engage consumers to demonstrate the value 
of BC wines, especially in the context of the historically ingrained perception of BC wines 
being of poorer quality. For the last decade sales trends-such as an average increase of over 
$6.00 per 750ml bottle purchased-support the inference that BC consumers are showing 
more interest and seeing value in the BC wine market. 32 As long as their production of 
quality wine continues to increase and prices remain competitive, there is an opportunity for 
VQA wines to continue to make an impact on BC consumers. Now that perceived value is on 
par with wine price, it is the perfect time to engage even more BC consumers into buying 
32 BCWI, $per 750ml 
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locally produced BC wmes. Wine consumers often seek out specific, umque, and rare 
products. The BC wine industry has been slow to get ahead of consumer expectation and 
demand. In order to drive sales of product as the quality and associated costs rise, it is 
important to provide more retail opportunities to support this type of purchase option for the 
local consumer. Success of these programs can be seen in neighboring markets and Canada 
appears to be ready for use of alternative channels such as an online retail wine market. 
3.2.3 Comparable International Wine Markets 
There are few suitably comparable online wine sales channels south of the Canadian border. 
The US market is complex with respect to interstate liquor laws and has made many 
transformations in recent years. When looking at the market and the potential for comparison 
California and other US states utilizing online wine sales, the data has not been sufficient to 
find trends supporting large-scale growth of online wine purchases in the US. Trends and 
positive correlation to increased sales through the online channel are apparent, with 
California showing 30% growth in the first 2 years of online sales; however, recent legal 
parameters changing regulations around interstate direct shipping of wine appear to be the 
catalyst for much of the increase. California has been selling wine online within its own state 
and a select 11 others since 1986, but only traded with states that allowed the import of 
California wines from California retailers. In essence, if there was no interstate reciprocation, 
then California, the largest state producer of wine, would not participate in online wine sales. 
The first changes to this channel were in 2005 when the US Supreme court ruled favorably 
19 
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for direct winery-to-consumer sales. 33 Although there was initial growth in the first 2 years of 
over 25% of US online sales compared with previous years, this curtailed in 2007 showing 
only 7.4% growth as many states still restricted direct wine sales. Recent rulings by the US 
Supreme court preventing the different treatment of out-of-state direct wine merchants versus 
in-state wine merchants sets the stage for online/direct wine sales to escalate in the US. 34 The 
emergence of large-scale Internet sales is very recent and largely speculated to be a response 
to the recent rulings by the courts. 
3.2.4 Purchasing Habits Particular to Wine Consumers 
Wine consumption 
There are wine consumers who seek purchase for immediate consumption, for which the 
online trade channel would not be suited. However, a large proportion of the total wine 
consumer population purchase wine for other reasons and hence; for consumption at a later 
date. Wine consumers are one of the few categories of liquor sales where many purchases are 
with the intention to hold the wine for future consumption.35 This may be because the wine is 
viewed as a collector's item, which may be for pure enjoyment whenever the occasion arises 
or for investment purposes due to the fact that the product quality increases with age. 
33 www.wineinstitue.org 
34 American Journal of Agriculture Economics 
35 Rowland 2006 
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Wine as a commodity product 
Consumers who see their wine collection as an investment often decide to wait until 
perceived value increases before consumption or even resale of their product. Publications 
such as Wine Spectator and numerous others rate wines on quality and associated value and 
potential future value. This affects price the same as with any other commodity. Wine may 
be more subjective than many commodities; however, the trade of wine for profit is 
definitely happening on a global scale. For the most part, this topic is outside the scope of 
this project; however, there are aspects that lend itself to this discussion. 
The purchase of wine is often more than for immediate satisfaction. Wine is much more 
likely to be purchased for a special occasion or future consumption than other alcohol 
purchases. Consumers purchase wine for many reasons; whether for the purpose of resale, or 
because the wine is viewed as a collector's item and they are looking for unique and 
interesting products to compliment their cellar inventories. A lot of consumers keep more 
wine at home than just what they plan to consume in the immediate future. This leads us to 
our discussions on why the online retail channel is suitable for wine purchase. 
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3.3 The Online Wine Sales Trade Channel 
3.3 .1 Suitability for Wine Purchase 
There are several reasons for the development of an online trade channel to sell VQA wine in 
the province of BC. Research results shown on E-commerce.com and Wine.com indicated 
that reasons consumers shop online are : convenience, price, information36 and selection37. 
The following paragraphs will explore each of these benefits to online wine shopping and 
illustrate why this trade channel is a perfect match for so many wine purchasers out there. 
Convenience 
The convenience of shopping for wine online is a key reason consumers will look to online 
wine retail services. The convenience of searching for a product or products from home will 
not work for the category of consumer looking to purchase for immediate consumption, but 
this is not the consumer this service would be targeted at. 
The lower costs could be achieved through a few methods. Aforementioned with fixed costs 
and inventory costs that bricks and mortar operations endure would be avoided through direct 
shipment from the source and no reason to have physical buildings to hold inventory or 
indeed hold the physical product at a large cost to the retailer. The product can be held at the 
winery until orders are forwarded form the online store to the winery. These reduced costs 
will allow both the retailer and the consumer to save. A voiding costs necessary to deal with 
36 E-commerce .com 
37 Wine.com 
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the BCLDB in terms of handling charges and warehousing charges are also avoided. For 
smaller wineries not having to operate a sales and marketing team to gain entry into BCLDB 
or private retail channels also provide cost savings. These savings will undoubtedly translate 
in reduced prices the consumers will pay. 
Information 
Firstly, the direct link between the consumer and the retailer allowing information to pass 
from one to the other provides a comfortable learning environment for the consumer and the 
ability for a retailer to provide the consumer with much needed information about the 
products they are looking for. Many wine consumers seek information before purchasing 
wme. Often they see information in relation to taste profile of wines, accolades from 
competitions or media write-ups. 38 The online trade channel is able to provide all of this 
information with the click of a mouse. An additional bonus exists when using search engines 
to seek information on wines. There is a reciprocal relationship that may develop for 
consumers interested in joining databases that search for certain products. The information 
they put in creates a profile of their likes and dislikes and provides information to 
recommend similar products to compliment consumer's preference. 
Secondly, wine is a purchase where the consumer often requires a lot of information and 
therefore necessitates extensive searching. The online sales channel provides the perfect 
avenue for this type of shopping. 39 The dramatic increase of usability of search engines and 
growth in retailer exposure has helped online retail sales dramatically. The age difference and 
38 WTN Services 2007 
39 Rowland 2006 
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computer literacy gap ts now reduced as the wme drinker and the Internet shopper 
correspond in age. 
Thirdly, the online channel provides convenient exposure for wineries that are unable to 
penetrate the market through more traditional channels. Promoting wine sales online is a 
practical, cost effective option for small, family-run or low volume producers. The ability to 
inform consumers of the product descriptors and accolades is both efficient for the retailer 
and beneficial for the consumer. The benefit of being able to view thousands of BC wines 
and search by grape varietal, location, name and price etc., provides the perfect scenario for 
the consumer looking to find unique wines and or support locally produced wines. 
Selection 
Tied closely with the online benefit of more information is another important benefit of the 
online retail sales channel for the wine consumer, namely; selection. The ability for an online 
store to have access to a wide range of products without incurring large overhead involved 
with bricks and mortar operations and the huge cost of inventory and the storage associated 
with it will allow the retailer to focus on the products they are able to access and the usability 
of the site itself. The online trade channel will also work to satisfy the wine savvy consumer 
looking for that unique bottle of wine or rare winery release. 
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3.3.2 Computer Access and Online Sales Growth Trend 
Firstly, the number of computers in the homes of Canadian consumers continues to grow.40 
Parallel to this; there is a growing number of users of the online retail channel for a growing 
number of products. In 2007 there was 13.8 billion dollars in sales from business to 
consumers online (Figure 7), below. 
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Figure 7. Business-to-Consumer E-commerce Sales in Canada (E-commerce.com 2009) 
It is forecasted that by 2012 there will be 22.8 billion dollars' worth of online sales in 
Canada.42 This represents a 10.6% Compound Annual Growth Rate (CAGR) from 2007 -
2012 in Canada. As more consumers use this channel for retail purchase their level of 
comfort of use increases and their likelihood to use it for other types of purchases also 
mcreases. 
40 Statscan.gc.ca 
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3.3.3 Ethical Issues 
The question regarding whether or not online wme sales have the potential to increase 
underage drinking, drinking and driving and alcoholism is addressed in a study conducted by 
the Federal Trade Commission in the US in which state officials report that "they have 
experienced few, if any, problems ... with direct shipment of wine to minors"( Garner 2007). 
Three reasons were cited for the lack of problems in this regard. Firstly, minors are much 
more likely to buy spirits or beer than wine. Secondly, the minor looking to attain liquor 
usually has no problem doing so from a close and easier source. Finally, minor purchasing of 
alcohol is usually directly prior to planned consumption and an online purchase would not be 
practical for them. 
With respect to alcoholism, the online retail channel is not suited to this consumer who 
usually purchases for immediate consumption. The time delay for shipping and disclosure of 
identity would work against the often private and guarded nature of alcoholism as a disease. 
Drinking and driving is another ethical consideration. Drinking and driving most often occurs 
when driving from a 3rd party venue to another venue or returning home. Online retail sales 
of wine are not perceived to increase this activity as product is shipped to a distribution 
center or home. From this information and direct shipment history in the US there is no 
apparent risk of online retail sales of wine heightening any ethical concerns. Proper 
safeguards should, however, be put in place to reduce the risk of any problems with respect 
to these issues. These topics will be addressed in the recommendations. 
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The literature findings yield several noteworthy results with respect to the objectives I set out 
to achieve. BC's VQA wine growth has had its challenges, but has led the industry to a place 
few thought the Canadian wine industry could go, producing world class wines right in the 
Okanagan Valley and other growing regions in BC. Because of the past production of less 
than quality product there are challenges the VQA industry will face in terms of their 
relationship with the BC consumer. The literature also showed that the necessity is now as 
the industry is on the verge of hitting production capacity from land availability and vine 
maturation. The information gathered also showed that the BC consumer is open to the 
quality BC VQA producers are providing as it has become the number two table wme 
category in the province and the consumer's desire for quality continues to grow as the 
purchase price per bottle also rises in BC. Unfortunately, the literature did not produce 
comparable markets as the legislation throughout the wine world differs greatly from Canada 
and the online purchase information was either too early to draw trends from or exacerbated 
by local laws. The literature did show that the wine consumer's wants with respect to 
shopping for wine and the capabilities of an online wine retail channel have similarities, 
namely: convenience, price, information and selection. There was also a considerable amount 
of supportive data that trend in Canada of computer usage and online purchase habits are 
likely to grow. Finally, the literature reviewed showed that there is no likely ethical reason to 
believe online retail sales ofVQA wine in BC would be socially irresponsible. 
These results provided confidence that the possibility of an online retail wine sales channel 
would be in line with current trends in the BC VQA sales, online consumer's desires, and 
technological advances in online use. Although there were no direct comparisons able to be 
drawn from foreign markets, no ethical issues were seen as probable and the only question 
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still to be answered would be whether the BC consumers were likely to use an online trade 
channel to purchase wine. The following section will look at the results of the surveys 
completed in hopes of answering the question: "Are BC wine consumers likely to use an 
online retail channel to purchase BC VQA wines?" 
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4. RESEARCH SURVEY RESULTS 
Over a 2-month period, January and February 2009, 120 completed surveys were conducted 
with consumers at local private retail outlets. The customers were approached and asked to 
participate in the survey and upon agreement give a 17 question survey to complete. 
4.1 Consumer Propensity for Online Wine Purchases 
Of the 120 surveys conducted, 90 participants or 75% had previously used an online retailer 
to purchase a good or service. After eliminating non-wine drinkers and those that do not have 
access or use the Internet, 76 surveys qualified for the analysis. Of these 76 surveys, the wine 
drinkers identified themselves as drinking wine only 'rarely' were also removed, leaving 56 
remaining surveys for which to analyze the likelihood of online wine purchases. 
Figure 8. overleaf, shows a summary of the research results indicating that 73.2% of-or 40 
out of 56-respondents were (varying degrees of) 'likely' to purchase wine online. From the 
group of 56 respondents who were regular consumers of wine and who had access to the 
Internet, the key question was whether or not the participant would be likely to purchase 
wine online if the opportunity was available to them. The rating used a five point scale 
ranging from 'very unlikely' to 'very likely' to purchase wine online corresponding to a point 
system where 1 was 'very unlikely' and 5 was 'very likely' to purchase wine online. 
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Likelihood of Regular Wine Consumers 
to Purchase wine Online 
• 10.7% very unlikely 
• 17.85% quite 
unlikely 
• 42.85% likely 
.!J25.0% quite likely 
• 3.6% very likely 
Figure 8. Likelihood of Regular Wine Consumers to Purchase Wine Online 
Of the 56 respondents, 6 indicated they were 'very unlikely' to order wine online. 100% of 
these 'very unlikely' respondents were 19-25 years of age and all of them made reference to 
desire to purchase for immediate consumption when they bought wine so this service was not 
currently relevant for them. The net result was that 6 out of 56 participants or 10.7% were 
'very unlikely' to purchase wine online. 
Ranked as a 2 on the scale, was the rating 'quite unlikely' to purchase wine online. Of the 56 
respondents 10, therefore 17.9% reported being 'quite unlikely' to purchase wine online. All 
of these 10 respondents were below the age of 36. 
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The middle ranking, 3, or 'likely' to order wine online was the response of the largest part of 
the respondent sample. There were 24 people that responded to be 'likely' to purchase wine 
online. All of the candidates purchased wine monthly or more frequently. The age of this 
group spanned from 19-55 years old. Although most of this group made over $25,000 per 
year there were 6 participants that made under $25,000. This entire group of 24 made up 
44.6% of the final sample. 
Ranking number 4 indicated 'quite likely' to purchase wine online and was selected by 14 
out of the 56 regular wine drinking respondents. This group was fully diversified in age and 
ranged from 19 to over 55 years old. This group of respondents consumed wine monthly or 
more frequently. Six of these respondents made over $25,000 and one respondent earned less 
than $25,000. The net result was that 25% of the total amount of regular wine drinking 
respondents were 'quite likely' to purchase wine online. 
There were only 2 respondents in the final group, producing the net result of 3.6% of 
respondents being 'very likely' to consume wine online. Both were female and drank wine 
monthly and both were in the in the 19-25 age range and had a salary below $25,000. 
The data with all participants included yielded a mean rating of 2.18 with respect to the 
likelihood of use of the online channel as a means to sell VQA BC wine. When the persons 
who do not consume wine and the participants who do not have access to the Internet were 
removed, taking us back to the sample size used for the other analysis, the mean rating 
jumped to 2.88. 
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The same pool of participants had increased dollar spend per bottle online with 61% of the 
sample spending $15-$20 per bottle. 75% of the sample said they would spend over $15 per 
bottle when purchasing online. This is an increase from 63% when all participants were 
included. 
57% of the participants said they would like to use the online wine channel to purchase both 
domestic and import wines, 18% did not know what category of wine they would purchase, 
14% said they were likely to purchase import wine and only 11% said they were likely to 
purchase domestic wines. 
30% of the total participants did not comment on 'why' they were likely to not purchase wine 
online and when reduced to the selected sample that number increased to 43%. The main 
issues for both total participant pool and the target pool who did comment on 'why' they 
would not use an online retail were similar. 25% of the total participant pool was concerned 
about convenience, 18% said they purchased wine for immediate consumption, 13% had 
issues of privacy with online retail sales and the remaining concerns were associated with 
price for shipping or damage in shipping. The select sample had 29% of their participants 
worried about convenience, 11% purchase to immediately consume, only 4% worried about 
the safety of the internet for sales and 14% worried about shipping issues either cost or 
damage. 
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4.2 Survey Result Conclusions 
From the survey data gathered, several assumptions can be derived. The overall survey data 
pool was low in volume for this type of examination. The pool was drawn exclusively from 
consumers at private retail liquor stores in the Prince George area and mostly during high 
volume hours. This plan to engage customers at peak times seems to have had two notable 
results. First, consumers during peak hours are likely to be pressed for time and participation 
was difficult during these times and may have had an effect on overall participation numbers. 
Secondly, focus on the prime time hours at private retail outlets seems to skew the 
demographic of participants toward younger ( 19-25) as opposed to older age categories. This 
did not appear to drastically affect results but is worth noting that 58.1% of all respondents 
were below the age of 26. 
The results that were removed from consideration were disqualified as their results indicated 
they were not the target of the study and therefore not useful in examining the feasibility of 
an online trade channel for the sale of BC VQA. Disqualifying responses included those that 
'do not' or 'rarely' consume wine, those with no access to the Internet at home or work 
and/or have never purchased any product or service online. 
The end result of the respondents is that we were able to retain 46.7% of the initial surveys 
for final analysis. Ofthese, 58.1% were 19-25 years of age, 16.1% were 26-35 years of age, 
9.7% were 36-45 years of age, and the remainder was over the age of 45. 
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From these categories it was apparent that consumers were likely to spend over $15 per 
bottle when given the opportunity to buy online (75%). They did want the opportunity to 
purchase both domestic and import wines (57%) and almost half (43%) had no comments, 
insinuating no concerns, about the use of the online retail channel for the purchase of wine. 
The mean result of likelihood for our target pool to purchase wine online was strong at 2.88 
showing that they were 'likely' to purchase BC VQA wine online given the opportunity. The 
mean was lower than expected, but was deemed to be likely a result of the lower age 
category than is expected for the consumer most likely to purchase wine online. 
34 
5. RECOMMENDATIONS 
Based upon the literature review findings and the research surveys conducted with consumers 
to determine their likelihood of online wine purchases, several recommendations can be 
made. It is evident that Canada has already begun to explore the online retail trade channel 
with vigor. Added to this is the fact that the BC VQA wine market has shown great promise 
in both increasing the quality of their wine and raising consumers' associated perception of 
product quality. It is therefore my conclusion that the opportunity and support for an online 
VQA wine retail outlet does exist. 
Supporting evidence is well documented and corroborated by the survey results, indicating 
assured success of online VQA wine sales in BC. The growth in the premium segment of the 
locally created wine industry in BC is perfectly timed with growth of wine sales in BC. 
Importantly, there is sufficient quality and quantity of product being produced by local VQA 
producers, thus ensuring they are ready to engage the BC wine consumer and meet the 
growing demand. There have been well-rewarded efforts by the BCLDB, private licensee and 
retail channels to focus on BC wines in recent years. The recently developed VQA stores 
have also been responsible for a considerable amount of the volume of BC wine sales in the 
province in the past decade. 
The desire of the consumer for premium and unique wine compliments the product seen in 
the VQA stores and is a large part of the success enjoyed by this retail channel. It has been 
noted that closely tied to consumers' wine purchase behaviour are concerns regarding price, 
selection, accolades and information on the wines. The VQA trade channel has focused on 
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these consumer priorities through; educating sales associates, providing unique wines which 
not available in the government channel, maintaining special pricing and presenting 
information and acknowledgement of wines that receive special awards and accolades by the 
industry. All these efforts, together with accompanying growth in demand have contributed 
to the feasibility of online sales of homegrown and bottled VQA wine to thirsty and 
province-proud wine connoisseurs of BC. 
There is no doubt that there is a market that wishes to support BC VQA wines. The online 
channel appears to be set to grow in terms of participant use for retail wine purchase. The 
options for opening a new retail channel to specialize in VQA product online, currently has 3 
possible options. First, VQA stores could create online sites to distribute product throughout 
the province. Difficulty with inventory and validating age and identity may pose problems 
for these independent retail outlets. A second option would be for private retail to expand 
licensing and allow a select number ofVQA to be distributed outside the large urban centers. 
This poses problems of quality of service and identification of sustainable sites for VQA 
stores. There would also be difficulty in discerning who would be eligible for these licenses 
and addressing the impact of other private retailers in communities affected. The third option 
would be the joint venture of the VQA board and the BCLDB to develop an online site to 
distribute to consumers wishing to support BC VQA product outside of the urban centers 
supported by existing VQA stores. 
The third option is the only reasonable solution to the creation of an online trade channel for 
VQA wines. Presently, the government controls the amount, type and destination of all types 
of liquor licenses for the province. There is a moratorium on retail licenses in the province 
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and there has been a trend in downsizing government retail throughout the province. It is 
highly unlikely that more brick and mortar VQA stores would be established throughout the 
province, as sales expectations are larger than populations of remaining communities they are 
likely to support. At the same time the private retail channel would have a hard time 
allocating special retail licenses to a select few. 
The creation of a joint venture of VQA and the BCLDB circumvents most of the barriers to 
the business at present. The BCLDB does not want to give up revenue to third party 
opportunities. The government wants to ensure that delivery of alcohol is to persons of legal 
age and not already intoxicated. The wineries would like to be better represented throughout 
the province and gain market penetration into new markets. The consumer is looking for 
convenient, well-priced and unique opportunities to purchase wine where product 
information and accolades are readily available. The recent engagement of the BCLDB to 
further their education and skill in the retail channel makes them a knowledgeable partner 
who would be eager to gain added revenue from a venture with low capital cost. The online 
sales channel has many opportunities for cost savings and the presence of the BCLDB will 
provide infrastructure that benefits all parties. 
The challenge in this process is how to best proceed to ensure proper management of 
legislation as well as ethical issues with respect to underage sales and over consumption of 
alcohol through wine sales through an online channel. Most of this, however, is addressed 
through the online payment security measure and delay between time of the order and 
delivery of the product. Another consideration is whether or not legislation would allow for 
the creation of another retail channel for specialized liquor sales in the province of BC. At 
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worst such short-term challenges would possibly just delay the inevitable future reality of an 
undeniably feasible online BC VQA wine trade channel. 
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7. APPENDIX 
UNBC MBA Project: Questionnaire 
Troy McKenzie 
l)What is your age? 
a)19-25 b)26-35 c)36-45 
2)What is your sex? 
a)nnale b)fennale 
3)What is your approxinnate annual income? 
d)46-55 e)56+ 
a)less than $25,000 b)$25 ,000-$45,999 c)$46,000-$65,999 d)$66,000-85 ,999 
e)over $86,000 
4)Do you have access to the internet in your home or at work? 
a)yes b)no 
5)Have you purchased goods or services online? 
a)yes b)no 
6)Where do you usually purchase wine? 
a)BC Government Liquor Store b )Private Retail Store c )other 
7)Did you know you can purchase directly online from BC wineries? 
a)yes b)no 
8)Do you drink BC nnade wine? 
a)yes (go to question 9) b )no (go to question 1 0) 
Page 112 
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9)If yes to question 8, how often do you drink BC (VQA) wine? 
a) The only wine I drink b) more often than other countries wine 
c) less often than other countries wine 
1 O)Do you drink domestic or imported wine? 
a)Domestic b)lmported c)both 
11 )How often do you consume wine? 
a)daily b)weekly c)monthly d)rarely e)never 
12)How much do you usually spend on a bottle of wine? 
a)less than $10.00 b)$10-$15 c)$15-$20 d)more than $20 
13)How likely would you purchase wine online if possible? 
Very unlikely Very likely 
1 2 3 4 5 
14)Ifyou think you are less likely to purchase wine online, why, what issues, or what 
concerns? -----------------------------------------------------
15)1fyou are more likely to purchase wine online, how much would you spend per bottle? 
a)less than $10.00 b )$1 0-$15 c )$15-$20 d)more than $20 
16)Have you looked at wine information online before? 
a)yes b)no 
17) If you think you are more likely to purchase wine online, what types of wine you might 
purchase online? a)domestic b)import c)both d)don't know 
page 2/2 
Figure 9. Consumer Questionnaire 
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-There are now 20 VQA wme stores across British Columbia selling BC VQA wmes 
exclusively 
- All BC wines bearing the VQA symbol must be made from 100% BC grown grapes 
YEAR ACREAGE at FULL PRODUCTION + THREE YEAR OLD 
+ TWO YEAR OLD POTENTIAL TONNAGE 
Full Prod. @ 4.0 tons/acre Three year @ 3.0 tons/acre Two year @ 2.0 tons/acre 
POTENTIAL LITRES ofWINE@ 550 litres/short ton 
2008 5,922.09 + 415 .19 + 711.72 = Tons 26,357 = Litres 14,496,350 
2009 6,337.28 + 711.72 + 1,076.05 = Tons 29,636 
2010 7,049.00 + 1,076.05 + 1,356.46 = Tons 34,137 
2011 8,125.05 + 1,356.46 + 800.00 
2012 9 481.51 + 800.00 + 700.00 
= Tons 38,170 
= Tons 41 726 
= Litres 16,299,800 
= Litres 18,775,350 
= Litres 20,993 ,500 
= Litres 22 949 300 
NOTE: Percentage increases in newly planted acreage is predicted to slow over the next few 
years, especially in the Okanagan region, due to scarcity of premium grape growing land. 
More marginal areas are being planted each year or tree fruit crops are being removed for 
grapes. 
Figure 10. BC VQA Wine Production 
As of March 31, 2008, private-sector retail establishments in BC included: 
• 654 LRSs (private liquor stores licensed to sell all liquor products); 
• 228 RASs (general stores in rural communities authorized to sell all liquor products); 
• 166 on-site manufacturer stores (stores at wineries, breweries and distilleries that sell 
products manufactured on-site); 
• 35 off-site manufacturer stores (stores operated by the BC wine industry that sell BC 
winery products) ; 
• 12 independent wine stores (private wine stores authorized to sell all types of wine); and 
• 11 duty-free stores. 
Figure 11. Private Sector Retail in BC 
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Figure 12. BC Wine Grape Industry Value Chain 
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Marketing Issues 
• Highly competitive market here in BC (like elsewhere in the world). 
• Lack of national enforceable wine standards. 
• Growers need to make informed decisions regarding planting for future market demand. 
• Growers need to find ways to bridge the financial gap between planting and productive 
harvest. 
• There are a number of diverse marketing channels. 
• Organizing and coordinating wine tourism. 
• Lower levels of government support as compared with other countries. 
• Distribution challenges in getting wine from winery to retail market. 
• Increased discounts to liquor retail stores. 
• It's difficult BC wineries to compete with imported wines being sold in large quantities and 
often lower prices. 
Trade Issues 
• Many other countries can ship wine of equal quality, quantity and price. It makes it especially 
important for BC to focus on producing premium quality. 
Figure 13. Marketing and Trade Challenges in BC 
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Percentage of Gross $ Sales by Product 
2007/08 ~006/07 2005/06 2004/05 2003/04 Change vs 
Previous Yr $% 
Domestic Spirits 410,071 389,181 366,99~ 353,392 336,237 20,890 5.4% 
Import Spirits 294,881 267,723 239,56( 221,004 201,033 27,158 10.1 % 
Total Spirits 704,952 656,90~ 606,55~ 574,396 537,270 48,048 7.3% 
Domestic Wine 376,762 304,00( 277,431 251,009 221,396 72,762 24.0% 
Import Wine 398,204 386,835 338,881 306,904 272,158 11 ,369 2.9% 
Total Wine 774,966 690,835 616,3 12 557,9 13 493,554 84,131 12.2% 
Domestic Refreshm nt 89,656 90,878 85,749 87,526 83,432 -1,222 -1.3% 
Import Refreshment 18,454 12,68 1 9,950 10,876 9,894 5,773 45.5% 
Total Refreshment 108,110 103,55 95,69S 98,402 93,326 4,551 4.4% 
Domestic Beer 885,342 868,99 839,227 830,380 784,407 16,345 1.9% 
Import Beer 195,536 177,59 149,111 137,554 122,855 17,938 10.1 % 
Total Beer 1,080,878 ,046,590 988,338 967,934 907,262 34,283 3.3% 
Mise/Special Orders 10,560 11 ,232 11,735 10,164 1,942 -672 -5.98% 
Total Sales 2,679,466 2,509,12~ 2,318,64 2,208,809 2,043,35~ 170,341 6.8% 
Percentage of Gross $ Sales by Retail Channel for wine in 2007/08 
• Government Liquor Stores 40.5% 
• Licensee Retail Stores 32.3% 
• Licensee (pubs, bars, restaurants) 19.1 % 
• Agency Stores 8.1% 
Percentage of Gross $ Sales by Product Category in 2007/2008 
• Beer40.4% 
• Wine 28.9% 
• Spirits 26.3% 
• Ciders/Coolers 4.0% 
• Special Orders/Non-alcoholic 0.4% 
Table 2. Percentage of Gross $ Sales by Product 
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BC VQA TABLE WINE BRANDS- TOP 10 GROSS SALES ($000s) 
Category 07/08 06/07 $Change %Change 
7 /08vs06/07 ( 7 /08vs06/07 
SUMAC RIDGE - P Res GEWURZT $2,143 $1 ,850 $293 15.8% 
MISSION HILL - 5Vin PINOT GRIG $1 ,486 $1 ,240 $246 19.8% 
MISSION HILL - 5 Yin CAB MERLOT $1 ,324 $737 $587 79.7% 
GRAY MONK - PINOT GRIS $1,221 $679 $542 79.9% 
QUAILS GATE - LR CHASS-P BLANC $1 ,220 $722 $498 68.9% 
GRAY MONK - LA T FIFTY SEL WHITE $1 ,203 $986 $217 22.0% 
BURROWING OWL - PINOT GRIS $1 ,164 $651 $513 78.7% 
MISSION HILL - FAMILY EST OCUL $1 ,121 $0 $1,121 n/a 
JACKSON TRIGGS - VINT RES MERL $1 ,121 $918 $203 22.2% 
BURROWING OWL- MERLOT $1,101 $1,605 -$504 -31.4% 
Table 3. Top 10 Brands- Gross$ Sales by Product 
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